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[Abstract]

The purpose of this study was to examine the relationship among presence, enjoyment, brand attitude, and purchase
intention of sports brand advertising based on augmented reality. The results are as follow. First, presence influenced
positively on enjoyment perceived by sports brand advertising based on augmented reality. Second, presence influenced
positively on brand attitude of sports brand advertising based on augmented reality. Third, enjoyment perceived by sports band
advertising based on augmented reality influenced positively on brand attitude. Fourth, enjoyment perceived by sports brand
advertising based on augmented reality influenced positively on purchase intention. Fifth, brand attitude influenced positively

on purchase intention.
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Table 1. Exploratory Factor Analysis: Presence and Flow
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Table 2. Confirmatory Factor Analysis: Presence and Flow
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Observation Variable < Potential Variable B S.E. C.R.()
3. While | was watching the ad, | felt that | was in the ad < presence 74 - -
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1 2 3
Presence -
Enjoyment T2x% -
Brand Attitude 48x% 49 % _
Purchase Intention .30** .55% % 55 *
*% p<.01
4-2 TYEA, EN2, HUSENTe} TOHo|T B

ZHE, S8, BHEHE H Fufo]Eo] IAE LotE
] At 4 1—/-‘3.(path analysis)s AAIBFSATE = A7l A
g mee] ARes Aol Ay x2=18.60, p<.001,
RMR=.02, GFI=.96, NFI=.95, IFI=95, CFI=95% t}}5-e] 7
AG7E A7 S5SIRleh & Aol A dAg 7S
ShHlow A HH, <3 4ol 4 AA G uke} ek - A7)
A 190 ojs) AR éj’% 'Z—ﬂa*] 2 Z=HAE Fare] gigh
Eﬂﬂ—f‘&:‘é Eiﬂ—f‘i 4i’>‘1 =7 7ﬂ == SR
O

~ix14 44%_; ol
= 2R A2k

http://www.dcs.or.kr



CIX|™ 2= = 5+5|=&X|(J. DCS) Vol. 19, No. 3, pp. 461-470, Mar. 2018

e|Ese] FUET} ol a4

A5 1 giEA EAREE

FolHa19], [48], EdmT]ojol] 2 ZHlEs Ho] X
dS2 A ] maEA e SA5 44 93 vl
CH14]aL Hargk M AT-5o] Ayke} dx) gt

kg vitje] 771 5S EE TEEE SAEA 7 Fa
= olde] Fas ﬂrx}b‘“ti MRS ] theket AlE] A 7
& o] T WTh13], [49]. TS 27 A& 7INkO R 358 3L
g &0 Fe e 01110114%71 wiof ARt Al F& A
Az EJE Algstar, AR A A 2o wE = %%%
ol Aot 14], [16], [48]. o] SHeA] o AFELS 5
7@ 71k Fairp Ak gare] v g AR st iA”

a8k 5= sklei1g, [11]. okt 7]
A A vHAIE e 24 2aH)

X
PEEES

e ¥ Lo
w o
(N 2 ol

ot [ Y o

&

It
o

24
2

J%Oﬂ*h §¥° o}OﬂEOl EA
&l AR EARE xﬂ% Ciges
oAl o] 9 Fareh= thE A=
2 PAY E7E o] Fold 5
A7 20 tis) A 734, % Hﬁ_
of gk ZeEie HAEE E £
A0 2 VERITH(B=.26, t=3.28, p<.01).

HAE Faro] gk TEAE =
A HPTE =B Pk Ao et
A= 2H|RLe] Ay ZeEs 4y Aot
E]H Faro] tig =Rt 5.0) X o|$la1[27
ofRlF SYE-S o= 3 T s A
ZE=7b F4 A (Klein, 2003)0] Atk B a3
Ax}e} Qx| sh}

ZyEAE v o] ARE- 3
ﬁXH =7olaL ol2fgk L’Q% AP

3eS vXITH13), [49]. § =
71*‘4 A5, SHE F8l Farel tigk =4
T AL ﬂ%@fﬂ oA HE=E 7S 5 Q)
- AT e Zelert HREH Rl fro) gk Oéff}—"—
A Zapgivkar 1o uf [30], 2] AFELE 3
7} Zanjzke] A mEo] obd 571417} Wl s
A 5 7FssHAl stk dollA] =
ek 5784 FaFS dxgio2e], [31]= ﬁ, :1?4
& 7Hko 2 gk Farrt AnRke ﬂ%cﬁé%ﬂﬂr s} ’“er e
A5l JIs = AL adEhAER7), [53], TElEaE
BACHEE A4els Aegolow HrlEn aeung A
= oo BA=EHEd gk a7E Fol7] QA
Ao mpAE ekl 9lo} RSl Al Algehs s

vy

E

rir
i~ rlr
B -
e
X

0,

i
iy}

ol of [N -

> oo

ox
e}
offt
:(,)lé

HU
i o
AURE

3
>
o
In

it
1 o ol N o

o r?ﬂ
oo |
> o

)‘ rlr lﬂ
I ox
oy L
A=

0, [
B

Eat ey

e
o[l

.

X2
=

it

I
-
rO —04 —ll'm fll

ftllo
3
.

£
—
—
=

s
—
W
N
—
=

¢
o
re
1
Uz
fo =

w HiY
tlo
iy

e R e

o
o

EE

http://dx.doi.org/10.9728/dcs.2018.19.3.461

466

Hno=Z L}E}kkﬂ(&.so, t=3.75, p<. 001) 01% ZH|AEE] T4
g2 7ok 2E 2B As Pug B AL A4LFE B
Ao SoH2] Bl E PAdshs sloR rkE o 9l
2e A= UCC A &3 A4 A% =g e
FoA1 NS o] Fo Wl en[21], Yo]7] ]2 qio] digh
AnAke] S50l HE R 34 dEks
2/a7 w2 23 ol EE] 0] A[22], SNS[23] 59 A7+
wrol BAEEEE 24shs a3k d5alollrtaL
A5 Aatel dA gk

AT AL FHRA R 73 Aohs o= 4]
A7V EARE A Agole o7 olojx] 54 tidell
[24] webs] SAEE 59
3l QA 25 g}h SRR _]—_rg:]

. ©]

_l_.

f
fol
o
_124.
-0,
m

® 8
[

= X
ki
il

37

olN m
o
i et B oo

|
W oo

Iz

ﬂH“*ﬂ}~4
b 37148 A,

off
>

9
%Wiib
% 2 Lo

0,
oy
If
:Cu}l:',
o
et

SRS Fufol ol f-9
ERtTh(B=.36, t=6.34, p<.001).
Ax=EWE Fad ggt =
Ao 7} 4 ek
o] Tl =S o
ﬁﬁﬁoﬂ?&a} |

17P&~?51U4 1 A 57 5 =A%
2 AAs= 203 ] YHoE B
@%ﬂooqwd@%daoﬂ%ﬂq

/

op [ ooft I & ro (1 K
Sihsss
W %
lo mg o v g
-
=
lo,
_O\L
=)
FIO °1N
ol
ot
>
N
E
>«
lN
Iz
=
(S
5
1_,
lo,
“

e et
>4
i

| chal A Ao
S HAEE = el frojgh A
E%E}”El(phn t=6.49, p<.001). °]=
=HHE Fare] gk 2|Ate] HA=

T =R o]oA= Ao R st 4= vt &

-4
Y
e
i
9

ol K
1> =
PH lo &

ruQ



H4. 4224
Table 4. Path Analysis

Path A S.E. C.R.()
H1 Enjoyment < Presence 72 .04 16.25% %=
H2 Brand Attitude < Presence .26 .07 3.28x*
H3 Brand Attitude < Enjoyment .30 .07 3.75%%*
H4  Purchase Intention <— Enjoyment .36 .05 6.34xx*
H5 Purchase Intgntlon < Brand 37 05 6.49% %+
Attitude
** <, 01 **xx% o<, 001
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